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CHAPTER I 
INTRODUCTION 
Significance of the Study- 
Social work agencies have always been concerned with the problem of 
interpreting their functions to the public. To facilitate interpretation, 
modern agencies have organized public relations departments or committees 
within their structure. Such formations have done commendable work in 
this area. However, little has been done in measuring the appropriateness 
of responses as the result of the use of a particular public relation me¬ 
dium. 
The methods of improving public relations include all the 
well-known media and techniques — personal contact, brochures 
and pamphlets, meetings, newspaper, radio, television and ex¬ 
hibits. How can you find out which are better for what purpose 
for you? This is an area of research to which a considerable 
effort is being devoted,! 
In public relations considerable effort is given to telling the client 
that this is the proper agency to help him in relation to his problem; 
therefore, the work of the agency must be explained in simple terms. By 
this means the client is able to make an evaluation of the agency’s serv¬ 
ices and to decide whether his problem comes within the scope. Many inap¬ 
propriate referrals may result when the clients are not able to understand 
the publicity, for the agency's purpose may not be clearly understood. 
In presenting an agency's services to the community it must be kept in 
mind that publicity does not necessarily mean interpretation. Interpreta¬ 
tion takes place on many levais. Each time a staff person meets the 
public, interpretation takes place, whether he is conscious of it or not. 
However, publicity is always conscious. Gertrude Springer said: 




After observing a good deal of social work interpretation, 
conscious and unconscious, and savoring some of its fruits, 
both sweet and sour, I have come around to the conclusion, 
satisfactory to me if to no one else, that effective interpre¬ 
tation is less an activity than a relationship; more an emana¬ 
tion than a process. Note that I am speaking of interpretation, 
not publicity* To my mind they are horses of quite different 
colors, though excellent team-mates* Publicity, as I see it, 
is a conscious effort, employing definite methods, directed to¬ 
ward a definite purpose; interpretation is something that goes 
on all the time whether the interpreter knows it or not. And 
the interpreter is not someone in particular, but is everyone 
of high estate or low, connected in any way with any social 
agency. Awareness that interpretation is constant and that 
everyone is doing it, is I submit, a factor in its effectiveness. 
We can’t all be sure we’re good because we are unconscious.! 
The aim of interpretation should be forever bom in mind and public re¬ 
lations media are means of selling the agency’s services to the client. 
To interpret means to explain or tell the meaning of; to 
translate into familiar language or terms. This implies a 
relationship involving necessarily two persons; the explainer 
and the receiver of the explanation. It also implies a flow 
in one direction; from the explainer who knows to explainee 
who does not know or at least does not know so fully or so 
clearly.2 
It can be determined at the point of intake whether or not a client has 
fully understood the content of public relations media. At the point of in¬ 
take, it is well to determine what stimulated contact with the agency at 
this point of the client's stress. This can be valuable in finding out the 
client’s ability to deal v/ith reality. 
Through publicity the agency gives a picture of the use of its services. 
If the client has hopes of using the agency’s services the way they have been 
pictured to the public then it can be concluded that he is in touch with re¬ 
ality. This can be useful even in cases where the situation has existed for 
^Gertrude Springer, "Interpretation — Conscious and Unconscious," Rural 
Routes to Community Understanding (New York, May, 191*0), p. 2, 
^Anita Faatz, "Interpretation in the Public Agency," Proceeding of 
National Conference of Social Work (New York, 19141), p. 97* 
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years. Although, the client has maintained some similarity of equilibrium 
previously, something disturbing that equilibrium precipitated contact with 
the agency. It is well for the caseworker to know what this disturbing el¬ 
ement is, which precipitates his coming. Therefore, in planning medium 
content the public relations director can be of valuable service to client 
and caseworker if he gives information about the agency in a precise 
manner. 
When it is known that the public relations department does a good job 
of explaining to the public what the agency has to offer, yet this fact is 
not born out in numbers of appropriate referrals, then it is well to study 
the public relations media used by the agency. There are many factors to be 
considered in such a study; however, the accessibility of the client to a 
particular public relations medium is of utmost importance as well as the a- 
bility of the medium to draw and hold the client's attention# When agencies 
go before the public they should have means of interpreting their informa¬ 
tion "to the people for whom it is intended in an interesting and under¬ 
standing manner."^ Therefore, in order to spend its time wisely the agency 
must evaluate the usefulness of a particular medium in fulfilling such a 
purpose. 
Since public relations media have a definite influence upon the number 
of referrals made to an agency during a particular period and the kinds of 
services requested, the writer felt it significant to examine the referrals 
resulting from selected public relations media. While the writer was per¬ 
forming field work, at Family Service of Cincinnati and Hamilton County, 
Cincinnati, Ohio, interest was expressed in a study of phases of its public 
!viola Paradise, Towards Public Understanding of Casework (New York, 
19li8), p. 10. 
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relations program. 
Purpose of the Study 
The purpose of this study was to examine the requests for service as 
the result of selected public relations media in regards to the functions 
of Family Service of Cincinnati and Hamilton County, Cincinnati, Ohio. 
This study was specifically focused on 
(1) the number of referrals originating from 
various media, 
(2) the appropriateness of the request for 
service, and 
(3) the number accepted by the various media. 
The agency's public relations director, Mr. Daniel J. Ransohoff has 
been working to bring about a growing recognition of the correlation be¬ 
tween the reason a client applies and his ability to use such services. In 
this respect one of the important factors is the public relations medium. 
In working towards this objective it would be helpful to know what type of 
publicity was responsible for the client's application and what was he re¬ 
questing the agency to do for him. 
Method of Procedure 
The total number of referrals as a result of publicity between January 
19 5H and December 193>U were read and analyzed. Tabulation was done, indi¬ 
cating the number of referrals resulting from selected media. The total 
number was compared with the total intake fi*om other sources for that year. 
Case material was read to ascertain and explain the client1 s request in re¬ 
sponse to the publicity media. Cases referred to other agencies were also 
included in this number. This was done because it was discovered, that 
although some requests for services were appropriate to the agency, they 
were referred to other agencies because of religious affiliation, or be¬ 
cause other agencies in the community were better structured to handle a 
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particular kind of problem. 
Tabulations were kept of the kinds of problems presented in referrals 
resulting from the particular media. Personal interviews were held with 
the public relations director and other members of the intake department. 
The writer went through each record, a total of 3H7h, and selected 
only those which specifically named one of the selected media. The writer 
was assisted by two other students, who were also on field work placement, 
in checking the records. Annual reports were only used as background ma¬ 
terials in areas of public relations. Literature and agency reports were 
used as supplementary material. 
Scope and Limitations 
The study was limited to 260 cases which named media of the focus of 
this study. Approximately thirty cases were listed under publicity making 
a total of 290 but the publicity media of those cases did not fall within 
the area of the writer’s selected media. Cognizance was taken of the fact 
that many clients are motivated by other clients and that publicity merely 
enforced the desire to apply. However, this group was not considered sep¬ 
arately in this study. The brevity in the recording concerning the nature 
of the medium served as a limit in the writer's attempt to evaluate the 
medium content. The writer attempted the evaluation of the particular pub¬ 
lic relations medium according to type but the case record did not lend it¬ 
self to such an evaluation. Therefore, conclusions had to be made in a 
general manner. Too, the writer’s placement at Family Service of Cincinnati 
and Hamilton County was for a stipulated length of time; therefore, it was 
necessary to work within this time limitation. 
CHAPTER II 
THE SETTING 
Cincinnati is situated in the southwest part of Ohio, on the north 
bank of the Ohio river. This capitol of Hamilton county was first settled 
in 1788 by persons from New Jersey and is named in honor of the Cincinnati 
Society of officers of the Revolutionary war. The city has a population 
of, 503,998 according to the 1950 census report. "It constitutes a very 
large population, the German element being strongly represented.It has 
many benevolent associations and institutions; private benevolence, organ¬ 
ized welfare, and municipal provisions for the general well-being have 
equipped it for dealing with many classes and grades of alleviable human 
misfortune. In 1915 a Community chest system was established. 
Family Service of Cincinnati and Hamilton County, Cincinnati, Ohio is 
a social work agency supported by the Community chest. It is a casework 
agency, offering services to all families in the community regardless of 
race or religious affiliation. The primary purpose of the agency is "to 
assist individual members of any family in developing the opportunity and 
the capacity for satisfying and useful lives."2 
The agency was founded in 1879 and has been a member of the Community 
chest since 1916. Family Service is affiliated with the Family Service 
Association of America. The agency has two major functions: 
1. Social casework treatment, available for persons need¬ 
ing help in utilizing strengths and dealing with handicaps 
within themselves, in their family relationships, and in en¬ 
vironment. 
^-United States Department of Commerce, Census of Population, (Washing¬ 
ton, 1950), p. 101.   
2Çase Work Manuel, Family Service of Cincinnati and Hamilton County, 
(Cincinnati, Ï9'li5} ,"p. 1. 
6 
7 
2* Community leadership in the advancement of education 
for family living and the improvement of social conditions 
directly affecting family life.l 
The public relations committee is an integral part of the agency* The 
Community Service Director is the head of this committee and is a paid mem¬ 
ber of the agency's staff* The purposes of the public relations committee 
have been defined as: 
1* To strengthen support of the Community chest and, 
thereby, the agency* 
2, To clearify public understanding of the preventive 
nature of casework services offered by Family Service. This is 
a matter of helping the community make more effective use of 
the services of the agency. This involves interpretation on 
all levels — speeches, personal contact, bulletins, radio, 
television, newspapers, etc. By prevention we mean prevention 
of family breakdown, family troubles, maladjustment, delinquency, 
divorce, etc. To make most effective use of agency services, it 
is necessary for a man to come in before he loses his job, to 
have a parent come to the agency before a youngster shows up in 
Juvenile Court or fails in school* If these goals were achieved, 
it would take less agency time to help a family with a specific 
problem, thus actually making more effective use of funds alloted 
by the Community Chest. To emphasize this point even further, we 
might contrast the individual coming in promptly when family 
trouble starts with the individual who comes in after he has sep¬ 
arated from his job or when a child is failing in school or has 
already been taken to Juvenile Court or possibly well after an 
ill-considered divorce is agreed upon to be the only solution. 
When such cases are accepted by the agency, it is generally, time 
consuming. Whereas when a family comes in early, the same goals 
might be achieved with considerably less consumption of time and, 
in turn, considerably less expenditure of funds, and the service 
might be of more value to the family concerned. The comnunity 
services program at Family Service of Cincinnati and Hamilton 
County is geared at this time to effecting the savings of commu¬ 
nity and agency expenditures through prevention of family break¬ 
down and early referrals when family problems do occur.I 
During 19S>h the Public Relations Committee extended special efforts in 
the agency's celebration of its Seventy-Fifth Anniversary. The committee 
1Ibid., p. 2. 
o 
D* J. Ransohoff, "Annual Report of Community Services Director" 
(Cincinnati, Ohio, Family Service of Cincinnati and Hamilton County, 19510, 
p. 1. (Mimeographed.) 
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assisted with the selection of the speaker, arrangements for special group 
discussions and prepared special television and radio releases in connec¬ 
tion with this celebration. Work in this connection did not, however, 
alter the essential thing which was to place emphasis on the effective use 
of the agency’s services. In this connection the committee and its di¬ 
rector concentrated its efforts on the evaluation of public relations 
media in terms of their effectiveness in interpretation of the agency's 
services. The following chapter presents concrete analysis of the results 
of their efforts. 
CHAPTER III 
ANALYSIS OF THE USE OF PUBLIC RELATIONS MEDIA IN RELATION TO PROBLEMS 
PRESENTED 
The types of public relations media used by Family Service of Cinci¬ 
nnati and Hamilton County selected for this study were varied. They in¬ 
cluded newspapers, transit advertisement, telephone directory advertise¬ 
ment, radio, television, articles in women's magazines, community chest 
movies and circulars, family service pamphlets and speeches. In addition 
to these, there were a number of clients who indicated that they came in 
as a result of publicity but who failed to name the type of medium re¬ 
sponsible for their applications• 
Chart II (Appendix) showed a relationship between the kinds of 
problems accepted by Family Seiurice for treatment and the publicity 
medium responsible for the referrals. The total number of referrals from 
the listed media was 260. This number, according to classifications of 
Family Service, was distributed in the area of: mental health, financial, 
information, parent-child, marital, old age, employment, individual 
personality adjustment, health, unmarried mother, budgeting and no record. 
The last classification was made since in one case there was no record of 
the problem as to classification. 
Problems involving mental health were listed separately from those of 
physical health as it was felt that they sometimes indicated different 
types of planning. In planning with a mentally ill client consideration 
is given to an illness which cannot be seen. Therefore, a different type 
of thinking maybe required in working with a mentally ill client. Too, 




Financial problems were separated from budgeting because they were 
listed separately in the agency. Clients who applied to the agency be¬ 
cause of insufficient funds to meet their needs were listed as financial. 
Those eligible for public assistance were referred to the Department of 
Public Welfare. Those in which there were sufficient funds but there was 
a problem in managing were classified as problems in budgeting. The 
agency’s separate listing of these two problems is made clear when the 
difference in treatment is understood. The agency had in its employ a 
home economist who was a member of the staff. Cases involving problems 
in budgeting were usually referred to the home economist, who was a person 
with case work orientation. Because of these reasons, the writer felt it 
significant to adhere to the agency’s classification of these problems. 
Mental Health 
During the year 195U, only one case of mental health was referred to 
the agency as a result of a publication of the listed media. This referral 
was a result of newspaper publicity. It was made by a relative of the men¬ 
tally ill person. There were fifty-eight referrals through media of other 
sources, during the year. This number was one per cent of the total intake 
for the year. 
It is significant that such a small number of mental health cases came 
to the agency as a result of publicity media since Family Service agencies 
can be of valuable assistance in working with members of the family in 
which there is mental illness. These services offered by Family Service 
are varied: helping the family to assume a healthy attitude towards mental 
illness; helping to effect institutional placement; preparing the family 
for the patient’s return home; providing services to the family when the 
patient is in the home, providing case work services to the family when the 
patient is in the institution, making a link between the institution and 
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the family, and providing many other services,-1- It is feasible for Family 
Service agencies to describe these services to the general public through 
their various publicity media. 
By the use of women’s magazines and community chest movies, infor¬ 
mation can be given indirectly and in an impersonal manner, at least to 
some segments of the population,^ In attending community chest movies the 
audience is usually interested in concrete ways in which the agency serves 
the community. This attitude is impersonal therefore the audience is in 
a receptive frame of mind, Women’s magazines readers, in the same manner, 
are interested in general information therefore can examine articles in a 
more acceptable mood. Transit advertisement and telephone directory ad¬ 
vertisement must be short therefore a community relations director may 
wish to use other media for a discussion of such a topic as mental health. 
Financial 
There were twenty-two referrals of financial problems during the year 
as the result of public relations media. This represented approximately 
twelve per cent of the total number of referrals, as a result of publicity, 
and all the media were represented except television. Newspapers were 
responsible for the largest number, nine. This could be because newspapers 
are more accessible than some other media. Radio, women’s magazines, and 
community chest movies and circulars did not seem to reach people with fi¬ 
nancial problems, when it was noted that only one referral came in during 
the year as a result of these types of publicity. Family Service pamphlets 
and speeches, also, did not seem to have reached these persons, Advertise- 
in busses, transit advertisement, an item slightly more expensive to the 
3-Edith M. Stern, Mental Illness: A Guide for the Family (New York, 1951), 
2Sallie E, Bright, Public Relations Programs — How to Plan Them (New 
York, 1950), p, 22. 
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agency than the newspaper, was responsible for the second largest number of 
referrals in this category. There were three cases in this category in 
which the publicity source was not stated. 
The total intake of cases of this kind for the year was 235» or eight 
per cent of all requests for services. Referrals of financial cases were 
seven per cent of all cases referred as a result of the media studied. 
Information 
The agency offered information service to the community. These re¬ 
quests were varied. They may have been requests for legal information, 
information about social clubs, or requests concerning referral to a psy¬ 
chiatrist, Nine requests for this type of service were made to Family 
Service during 195U, three of these came as a result of newspaper publicity, 
one from transit advertisement, one from community chest movies and 
circulars, and four were not stated. 
Giving information was not one of the major functions of the agency; 
therefore, it can be said that persons requesting this kind of service in¬ 
ferred such a service to be available. 
Parent-child 
Parent-child problems deal with family conflict, as a result of poor 
relationships between a child and his parents. There were thirty-seven 
cases of this kind during 1951; which came to the agency as a result of 
public relations media. Nineteen of this type indicated the newspaper as 
the medium responsible. This number represented more than half the number 
of referrals through publicity of problems of this category. It is also 
fourteen per cent of the total number of referrals from publicity. The 
large response from newspapers seemed to indicate that mothers found time 
during the day to read the newspaper, at a time when they were most recep¬ 
tive, and able to profit by its content. 
13 
In cases of parent-child conflict it is usually the mother or mother 
figure who applies, after referral to the agency. From the distribution 
of the referrals it was found that applicants did not name the television 
or Family Service pamphlets as the medium used. It was also noted that 
articles in women's magazines, community chest movies and circulars, and 
speeches which are media expected to reach a large proportion of women re¬ 
sulted in so few referrals. 
In relation to the total intake for the year, parent-child conflict 
was twelve per cent. However, only one per cent of this total was a re¬ 
sult of the studied media. This fact was interesting since parent-child 
conflict, with 132 referrals, was fifty per cent of the 260 referrals as a 
result of the selected media. 
Marital 
Referrals of cases involving marital conflict were 132, or fifty per 
cent. This number represented more than half the total referrals from the 
selected media for 195U. The total intake of cases from other sources of 
the agency was 1090, or thirty-one per cent of the total cases. It can be 
readily seen that again newspapers were the most effective media having 
been responsible for fifty referrals or thirty-eight per cent of the re¬ 
ferrals. Accrued from telephone directory advertisement were twenty-eight 
referrals, or twenty-two per cent, the second highest number. Since tele¬ 
phone directory advertisements have to be brief this indicated the agency 
had done a good job of picturing itself as the place for help with this 
type of problem. However, clients also could have prievously understood 
this service and merely used the telephone directory to secure the agency's 
telephone number. 
All the public relations media were indicated in the marital category 
including radio and television. Each of the latter was responsible for two 
referrals, the least number of referrals from the media. Further evidence 
of the acceptance of the agency as the proper place for this type of help 
was indicated by the large number of cases, twenty-five or nineteen per 
cent, with no specific stipulation as to media. 
Old Age 
According to the results of this study only one case of "planning for 
the aged" came to the agency as a result of public relations media. The 
Chicago plan brought out significant information in regards to interpret¬ 
ing agencies services for the problems of this group. 
The majority of the books which have appeared so far have 
concerned themselves with the individual’s problems in the 
aging process. They deal most frequently with health and men¬ 
tal hygiene although popular treatments of leisure-time activ¬ 
ities, the achievement of financial security, preparation for 
retirement, and the narrow fields of sex and beauty aids are 
appearing more and more. Popular magazine articles reflect 
interest in these subjects as well as presenting discussions 
of specific problems of personal and family adjustment, economic 
problems involved in pension planning, and work opportunities 
for the older person. 
To create a favorable climate for the development of ade¬ 
quate services for older people, the general public needs to be 
given three bodies of information. 
First, this public needs to be made aware of the problems 
growing out of the increased life span. The material should 
include clear-cut and simple statements regarding the increased 
old age groups? the effect that urbanization, mobility of pop¬ 
ulation, and housing shortages have on older people; and the 
difficulty of acquiring savings for retirement over a long 
period of rising prices. The public particularly needs to know 
that years are no accurate measure of age and that people do not 
get old as soon as they used to. It is important to emphasize 
the probable inability of our economy to support in nonproductive 
rolls all of the old people we are going to have in the future 
and the consequent necessity of extending opportunities for pro¬ 
ductive work to older people on a selective basis. The public 
should be informed of the political dangers involved in a con¬ 
tinuation of present attitudes. 
The second body of information which should be communicated 
to the general public should concern itself with a realistic 
appraisal of the services we now have for older people in Cook 
County and with the new or expanded services which are required. 
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The third set of information which should be directed to the 
general public concerns the nature of personal adjustment and of 
family relationships in the aging process.1 
The sole case came in as a result of radio publicity. Old age cases 
were eight per cent of the total intake for 195U* 
Employment 
It would seem rather difficult to interpret the work of Family Service 
in relation to employment problems. However, during 195U six cases of this 
kind were referred to the agency as a result of public relations media. It 
is significant that of the six, two were the result of newspaper and trans¬ 
it advertisement. It is quite convenient for a person with employment 
problems to search the newspapers or read transit advertisements while 
looking for work when considering a change in jobs. The six referrals is 
a large proportion when it is considered that employment represents only 
one per cent of the entire intake. 
Individual Adjustment 
A total of seventeen or six per cent of referrals made during 195^ 
involved individual personality problems. Of the total intake problems of 
this kind were five per cent. There were two gaps in the chart, in radio 
and community chest movies and circulars. Television, articles in women’s 
magazines, Family Service pamphlets and speeches were each responsible for 
one referral. Transit advertisement was responsible for two cases, tele¬ 
phone directory advertisement, three, and three cases were not stated. 
Newspapers with a total of five obtained the largest number of referrals 
for this category. 
^Community Project for the aged of the Welfare Council of Metropolitan 
Chicago. Community Services for Older People, Elizabeth Breckinridge, Di¬ 
rector (New York, 1952), pp. 8-9. 
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Health 
Health problems were twenty—two per cent of the total intake. However, 
health problems were only ten per cent of the problem category. There were 
twenty-five referrals. Eleven were from newspapers, one from transit ad¬ 
vertisement, one from community chest movies and circulars, none from Family 
Service pamphlets, two from speeches and three were not stated. The total 
figure, twenty-five, was the largest number of referrals by classification 
of the problem. 
Unmarried Mothers 
Four per cent of the referrals to Family Service during 195k were cases 
of unmarried mothers. In this study, unmarried mother cases represented the 
second lowest number of referrals, three, or one per cent. Since many un¬ 
married mothers are above average in intelligence, it is an indication of 
some other force in operation, Leontine Young said, "The unmarried mother 
represent in intelligence, education, social and economic background rather 
wide variations; if anything, as a group they are above average in intelli- 
gency."l Therefore, it may be well for the agency to study the type and 
content of media in terms of planning to reach this group of clients. Two 
of these cases were from newspaper publicity and one from the telephone 
directory advertisement. 
Budgeting 
Only four cases applied to Family Service for budgetary planning and 
these were equally divided between newspapers and "not stated,? 
^Leontine R, Young, "Personality Patterns in Unmarried Mothers," The 
Family, XXVI (December, l$k5), p. 297. 
CHAPTER IV 
INDICATED PROBLEMS IN DISTRIBUTION OF MEDIA 
In this study the -writer was not attempting to discuss all the differ¬ 
ent public relations media employed by Family Service of Cincinnati. 
Family Service bulletins and exhibits were not included because of the 
short time provided for this study. It was also realized that each member 
of the staff, in meeting the public, does a public relations job. Confined 
as this study was specifically to newspapers, transit advertisement, tele¬ 
phone directory advertisement, radio, television, articles in women's mag¬ 
azines, community chest movies and circulars, Family Service pamphlets and 
speeches, certain problems in distribution could be noted. 
Newspaper 
During 195b Family Service received good coverage from the three daily 
newspapers. Outstanding were pictorial features on Family Service which 
appeared in the Sunday Enquirer on June 6 and November 21. Too, there was 
a series of thirteen articles on divorce by Mr. Joseph Dressman of the 
Cincinnati Times Star. "Speaking of Families" was a weekly series which 
ran in the Western Hills Journal, the Eastern Hills Press and the Millcreek 
Valley News.-*- 
Newspapers contributed almost half the number of referrals derived 
from all the media studied. In the breakdown of problems by classifications, 
newspaper referrals were consistently highest in number* In only one cate¬ 
gory, old age, was this untrue. Nevertheless, this study proved that of the 
media studied, newspapers were the most effective to the agency in number of 
referrals. 
-^•Daniel J. Ransohoff, op. cit., pp. lj-5. 
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The large response to newspaper publicity proved the value of this form 
of the written word. In newspaper articles the reader has a frame of refer¬ 
ence, He can cut the articles out and carry them around with him. He can 
share his paper with others thereby giving wider coverage to the paper,1 
An examination of the responses to newspaper publicity gave a picture 
of the public's understanding derived thereby. Cursory observance of 
Chart II (Appendix) might indicate that through newspaper publicity Family 
Service was thought to have been an agency mainly equipped to handle prob¬ 
lems of marital conflict. This, however, was not a true picture as Family 
Service offered valuable services in solving problems of various types. An 
obstacle in working through this medium is the necessity to work with 
skilled craftsmen. In newspapers it is the editor or other member of the 
staff who is the final judge of what constitutes a good article. Conse¬ 
quently, it is followed that consideration must be given to conformity to 
news value and newspaper appeal and style,2 In using this publicity medium, 
make the article pleasing to the newspaper staff. This sometimes offers a 
very trying experience for the public relations director trained, primarily, 
in social work. However, much of this conflict can be avoided if the social 
work trained public relations director will study the newspaper point of 
view and learn, thereby, to serve the agency's purposes while conforming to 
the requirements of good newspaper work,3 
Transit Advertisement 
Advertisement in busses has its advantages as well as disadvantages, 
^Helen C, Baker and Mary S, Routzahn, How to Interpret Social Welfare 
(New York, 19k7), p. 96. 
p 
Glenn C, Quitt and Ralph D. Casey, Principles of Publicity (New York, 
1926), p. 1-29. 
^Carrol B, Dotson, The N, T, A, Handbook (New York, 1935)» p. 269-281. 
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It keeps the name of the agency in the public eye. Also, the constancy of 
this medium offers the possibility for many prospective clients to view it. 
The necessity of conciseness and brevity gives the alert mind an opportuni¬ 
ty to summarize the work of the agency at a glance and to decide whether it 
is the agency to meet a particular problem. 
A major disadvantage in the use of this medium is the extent of its 
appeal. It only reaches one public; public conveyances users. On Chart II 
it may be seen that total transit advertisement responses, approximated one 
fifth of those of newspapers. Transit advertisement influenced referrals 
in seven of the eleven problem classifications. 
Telephone Directory Advertisement 
Telephone directory advertisement is relatively an inexpensive public 
relations medium. The results of this study verified its value to Family 
Service of Cincinnati. The telephone directory was named by forty-one 
clients as having been the publicity source. From this was the second 
highest number of referrals as the result of publicity. The extent of 
coverage by this medium is limited by the fact that a person must receive 
motivation from another source before consulting it. Consultation of a 
telephone directory is an indication of some previous knowledge or awareness 
of need. Yfhether or not an individual is looking for a family service ad¬ 
vertisement is dependent upon the effectiveness of other public relations 
media. 
In order to properly use the telephone directory a person must b e 
literate. There is a further limitation. Many persons do not know how to 
use the yellow pages of the telephone directory adequately. 
Radio 
The radio has become an excellent medium for getting messages to the 
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public. 
Before the war, radio was still preeminently a medium of 
entertainment. After Pearl Harbor it became, overnight, pre¬ 
eminently a medium for spreading news; in one stride it over¬ 
took the daily press. The tremendous development of news¬ 
casting created great new audiences who were more eager for 
facts than fun.l 
Many of the programs presented by Family Service were day programs 
when many people were working either inside or outside the home. Therefore, 
one limitation was the fact that working persons are eleminated from the 
audience. Another limitation was the fact that it requires some degree of 
concentration to absorb the contents of a radio program, "If the radio 
listener, giving five minutes to five minute summary of the news, is inter¬ 
rupted, those spoken words are lost,"^ 
It requires the kind of concentration which most persons are unable to 
give during the day. Contact with the aged, persons with financial diffi¬ 
culties, and persons with health problems through this medium was not 
surprising. It is relatively easy for an aged person, a person out of work 
or an ill person to spend time during the day listening to the radio. 
Television 
The use of television as a referral source entails a recognition of 
the limits in that the audience is accessible to it. However, the public 
relations director should keep the purpose of his program ever before him. 
If his program is devised to contact a limited public then this medium is 
quite adequate. Another point to be kept in mind is the possible results 
in the use of this medium against the cost to the agency in time and money, 
Many national fund raising agencies are now using the television for public 




The same principle regarding the select clientele in regards to the 
use of television is applicable to the medium of raomen's magazine arti¬ 
cles. The magazines used by Family Service were the Journal of Housing. 
Marriage and Family Living, Bar Association Journal and Academy of Medicine 
Journal. The fact that these magazines are read by persons of a certain 
degree of formalized education should be considered in deciding their use. 
Community Chest Movies and Circulars 
Community chest movies and circulars accounted for the second lowest 
number of referrals. Movies and circulars connected with community chest 
drives should be geared to overcome the feeling of harassment on the part 
of the public. Therefore, in order to dispel this feeling the movies and 
circulars must be able to capture the public interest. It has been said by 
Baker and Routzahn, in referring to radio publicity: "The day is past when 
the worthiness of your cause Trill persuade the listener to condone a care¬ 
less or unrehearsed broadcast."1 This is also true of community chest 
movies. People attend movies for entertainment. As long as they are en¬ 
tertained they do not object to receiving information at the same time. In 
speaking of nutrition as the subject for a series of movies, Jean and Jess 
Ogden have said, "People were eager for movies. They came for entertainment 
but they did not object in the least to having educational films."2 
Family Service Pamphlets 
During 195b Family Service sent out 21,51+5 pamphlets and bulletins. 
Included in this total of several pamphlets and bulletins were copies of 
Family Service What it is and What it Does. This bulletin received first 
^Ibid., p. 99. 
2Jean and Jess Ogden, These Things We Tried (Charlottesville, Va., 191+7), 
P. 259. 
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award for publications for particular audiences at the Family Service 
Association of America biennial in Los Angeles.^ In spite of this outstand¬ 
ing work with publications only four direct referrals were reported result¬ 
ing from these media, the lowest of referrals. 
Primarily these publications were sent, mainly, to ministers, princi¬ 
pals and industiy personnel. Such persons were expected to distribute the 
material to their constituencies. Individuals at the leadership level of 
these institutions maybe negligent in their attempts to circulate the 
various literatures which come to them. As a result many worthwhile pam¬ 
phlets are, sometimes, left to collect dust upon the shelves of institutions* 
Wide coverage should not be the aim in distributing literature about an 
agency. The main purpose should be to get the literature into the hands of 
the right people. The Ogdens followed this rule in their five year study. 
The Extension Division did not seek wide publicity for the 
Series, on the basis that it was more important that it reach the 
right people than that it reach large numbers. Waiting for per¬ 
sonal requests or personal suggestions, therefore, seemed better 
than general circularizing or advertising.^ 
Finally, since clients of a Family Service agency come from all walks 
of life, the pamphlet should appeal to the "several publics,"3 Difficulties 
may be encountered in accomplishing this job. 
If the writer of news articles has a problem in making his 
facts appeal to the reader, then the writer of pamphlets has an 
even greater difficulty in interesting his audience. For when 
the reader approaches a newspaper or magazine, he is already half 
"sold" to its contents. His past acquaintance with the periodi¬ 
cal has taught him that he will find in it certain types of news 
and stories, so he comes to the reading of it with a feeling of 
comfortable expectation. Not so does he approach a pamphlet; 
each new one is an additional tax upon his time and an inroad on 
his privacy. Approached with only a mild cursory curiosity, if 
the pamphlet does not immediately establish a connection, it is 
^Daniel J. Ransohoff, 0£. cit., p. E>. 
2Jean and Jess Ogden, op. cit., p, 312. 
^Helen C. Baker and Mary S. Routzahn, 0£. cit., p. 11. 
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dropped for some more interesting pursuit. Since most pamphlets 
are concerned with to the reader a report or digest of fact or 
in persuading him to do something -which he has no immediate in¬ 
tention of doing, they must be indeed magnetic in their appeal 
if they are to be successful. To be heavy, involved, loquacious, 
erudite, is at once to fail. The pamphlet must immediately catch 
the reader's attention, generate his interest, and hold him to 
the end, if it is to accomplish its purpose 
Speeches 
Other than television and radio appearances, Family Service sponsored 
forty-one talks by the public relations director. The speeches were made 
at churches, schools, and hospital staffs. This medium gives opportunities 
for face to face contact, therefore, should be the most stimulating of 
mediums. 
The direct personal approach is generally accepted as the most effect¬ 
ive in getting quick action.2 However, it has been seen by this study that 
speeches effected the second lowest number of referrals, Sallie E, Bright 
made a few comments regarding speaking to selected audiences. She said the 
speaker should know his audience. 
You won't get down to bed rock in your approach to them until 
you have looked at them squarely and made a mental — or actual — 
list of everything you know about them or can find out. You will 
need to think not only about their characteristics as a group, but 
also about their relationship, present and potential to your 
agency. You will want to know what kind of folks they are, what is 
on their minds, why they should or could be interested in your 
program. 
That does not mean that before you approach a group you must 
know the life story of every individual in it or that you must 
necessarily put in weeks of investigation of the group. It means 
simply this: the more facts you know about a group you are planning 
to approach, the better.3 
-kllenn C. Quiett and Ralph D. Casey, Principles of Publicity (Hew 
York, 1926), p. 73. 
2 
Baker and Rautzahn, op. cit., p, 27. 
3Sallie E. Bright, op. cit., p. 22. 
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Not Stated 
In approximately one fifth of the total number of referrals the client 
did not say what specific publicity medium was responsible for his appli¬ 
cation. When clients are experiencing periods of stress it is sometimes 
difficult to recall the specific medium read, unless the intake worker 
directs special efforts towards helping him to recall. 
CHAPTER V 
APPROPRIATENESS OF SERVICES REQUESTED 
At one time a current thought of casework agencies was whether or not 
to spread information about casework. The demand for trained caseworkers 
was so great and caseloads were so large. Therefore, some agencies have 
decided not to publicize their services. Viola Paradise found in her study 
of intemretation: 
Some agencies have indeed decided against a program of 
interpretation, thinking that to bring more clients to their 
doors than they could give adequate service to would be no 
kindness to clients and a bad publicity policy. Other 
agencies, without coming to any such definite decision, have 
on much the same basis let the matter slide. 
An even more current thought is that agencies should meet, as far as 
possible;, the public demand for service and give the kind of interpretation 
that would result in more appropriate use of its services. This was 
proved in a study of casework interpretation in Cleveland, Ohio. 
There seems, however, to be a strong urge in the case¬ 
work field to make known the values and uses of casework and to 
deal with whatever pressures this information may bring. 
Caseworkers tend to feel that casevrork services are the right 
of persons needing them, and that the whole task of increasing 
provision for an intelligent use of such services must be 
faced.2 
One of the purposes of this study was to ascertain the appropriate¬ 
ness of the referrals as a result of public relations media. By approp¬ 
riateness is meant that a client came to the agency asking for service that 
is in keeping with the functions of the agency. An example of inappropri- 
ateness was found in item twenty-one of Chart III (Appendix). In the one 
inappropriate response the client was asking for legal assistance in 
ascertaining the custody of a child. 
■h/iola Paradise, 0£. cit., p. 33. 
^Ibid., p. 3h. 
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There were clients who made inappropriate requests to the agency but 
were accepted for services on another basis. For instance, a client came 
asking for a job referral, during the interview the worker discussed the 
client’s problem around finding a job independently. In the course of the 
interview the worker discovered the client’s problem to be one of person¬ 
ality and not scarcity of jobs. Family Service is not a job placing 
agency, however, this client's case might be accepted for the purpose of 
helping the client towards an awareness of his personality problem and 
subsequent adjustment. 
In this study appropriateness was evaluated on the basis of the 
client’s request rather than the basis of acceptance of the case. However, 
tabulation was kept of the number accepted as the writer felt it was sig¬ 
nificant to compare the number accepted with the number classified as ap¬ 
propriate. 
Chart III listed the requests as given by the client. In many in¬ 
stances the client’s request was reworded, however, the writer made a 
conscientious effort to give the identical meaning of the request. It 
should be born in mind that a referral to another agency does not indicate 
inappropriateness. Clients are referred to other agencies because of 
inter-agency agreements and other reasons. The requests have been placed 
in twenty-three groups. These requests will not be discussed individually 
as the writer felt that a discussion of some of them would suffice to 
point out the significance of the chart. 
According to the results of this study, Family Service was pictured 
as an agency offering services to clients with marital problems, parent- 
child conflicts, health and financial difficulties. The number of re¬ 
quests for marital counseling was quite outstanding. There was only one 
client who could not specify his request. This was item twenty-four on 
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the chart. Therefore, an evaluation of its appropriateness was not appli¬ 
cable. 
Out of the 139 requests for marital counseling, 133 or 96 per cent 
were accepted. Only one was inappropriate. Among the six not accepted, 
five were referred to another agency. In six other groups, only one request 
was inappropriate. Those were: homemaker, child placement, information re¬ 
garding social clubs, alcoholism, application to board children and the re¬ 
quest for service in securing the custody of a child. 
There were only three groups in which the entire number of requests 
were inappropriate. This was item 6, 20 and 23 on the chart. The request 
for legal advice only, envolved two applications, therefore was of no out¬ 
standing significance. However, the request for public assistance envolved 
eleven applications, therefore, it may be an indication of a need for 
corrective interpretation. This fact, too, was of little importance when it 
was weighed against larger groups in which the entire number was appropri¬ 
ate. Those groups were: reconciliation and discipline of child. Seven 
additional groups were appropriate. Therefore, it can be said that the re¬ 
quests for service from the media studied were appropriate. 
There were twenty-four inappropriate requests. These were listed on 
Chart III (Appendix). Eleven of these, a little less than one half, clients 
were asking for public assistance. These clients had received their im¬ 
pression of the agency through three media including, telephone directory 
advertisement, transit advertisement and newspaper. Each of these media was 
named by three clients as the medium responsible for their applications. 
Only two of the clients who asked for public assistance did not name a 
medium. Three requests for financial assistance were inappropriatej two 
resulting from newspapers and one from transit advertisement. One inappro¬ 
priate request for child placement came in as a result of transit advertise¬ 
ment. One request for services envolving alcoholism, homemaker, one for 
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job placement and one to board children, were all the result of newspaper 
publicity. 
A total of ten inappropriate requests was made of Family Service as a 
result of newspaper publicity. Seven inappropriate requests were accrued 
from transit advertisement, three from the telephone directory and four 
were not stated. This breakdown was further evidence of the effectiveness 
of the public relations media employed by Family Service of Cincinnati. 
CHAPTER VI 
SUMMARY AND CONCLUSIONS 
A study of referrals to Family Service of Cincinnati and Hamilton 
County, Cincinnati, Ohio, as the result of selected public relations media 
used, January 195b - December 195b revealed the number and nature of the 
referrals accruing from specific public relations media* The specific 
media including, newspapers, transit advertisement, telephone directory 
advertisement, radio, television, women’s magazines, community chest movies, 
pamphlets and speeches, revealed that there were 260 referrals. From an 
analysis of the referrals, the following conclusions were drawn: 
1. Each member of the staff in meeting the public does a job in public 
relations. Therefore, many clients come to the agency unable to name a 
specific publicity medium as having been responsible for their application. 
Impressions, too, of the agency were probably derived from other clients, 
contacts with workers or from a composition of several publicity media. 
Such contact, which is a relationship, is interpretation and not necessarily 
publicity. 
2. Medium content had a direct affect upon the kinds of requests for 
service made to the agency. The most outstanding of these requests were 
services for problems in marital conflict. A true assessment of media could 
have been made only upon an actual knowledge of the nature and content of 
the specific media. 
3. From medium content the client was given a picture of the agency. 
This study proved that Family Service of Cincinnati was thought of as be¬ 
ing an agency organized to handle, primarily, problems of marital conflict, 
financial problems, parent-child conflicts, health difficulties, and 
problems envolving individual personality adjustment. 
b. The accessibility of the client to a particular public relations 
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medium and the ability of the medium to draw and hold the client’s atten¬ 
tion had a definite influence upon the number of referrals made to Family 
Service during 195>U. The most accessible medium, apparently the newspaper, 
was responsible for over fifty per cent of the referrals from publicity. 
5. Keeping the name of the agency in the public’s eye is important. 
An example of this theory was given in the evaluation of transit advertise¬ 
ment. The constancy of this medium made it possible for prospective 
clients to view it at the opportune time. Therefore, transit advertisement 
which is necessarily concise and brief influenced seven of the eleven 
problem classifications. 
6. Telephone directory advertisement, because of its brevity, is de¬ 
pendent upon other public relations media for its effectiveness. This 
inexpensive medium, however, was responsible for the second highest number 
of referrals. 
7. The fact that Family Service radio programs were rendered during 
the day when most people were at work, apparently, limited its audience. 
The effectiveness of this medium requires some degree of concentration 
which many people are unable to give during the day. Therefore, this 
medium was among the lowest in referral responses. 
8. Family Service speeches, during the year, were made to select 
audiences. In speaking to selected audiences the speaker should know his 
audience. He should know about the group characteristics and the relation¬ 
ship to the agency. This direct personal approach is generally accepted 
as a most effective method in getting quick action. However, in this study 
speeches effected the second lowest number of referrals, 
9. Clients referred to other community agencies did not necessarily 
indicate inappropriateness. Clients were referred to other agencies be¬ 
cause of inter-agency agreements and other reasons apart from 
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inappropriateness of the request* 
10, The analysis of referrals, on the basis of classification, indi¬ 
cated a need for further interpretation through the selected media in the 
following problem classifications: mental health, old age, unmarried 
motherhood and budgetary problems. These classifications were the lowest 
in response to public relations media. 
Family Service on the whole, according to the results of this study, 
clearly interpreted its services through the various media studied. An 
analysis of requests for service proved them generally appropriate to the 
functions of the agency. Out of the 260 requests for service only twenty- 
four were inappropriate, while 213 cases were accepted for services, 
forty-seven were rejected, while twenty-five were referred to other commu¬ 
nity agencies. 
This study clearly showed that referrals accrued in sufficient number 




-“-PROBLEMS FOR WHICH SERVICE WAS REQUESTED - 193U 






Marital 138 71 86 68 109 106 8ii 96 87 82 93 3ii 107U 16 1090 
-««-Health 60 63 52 III 61 £6 60 63 6ii 38 63 62 706 37 763 
Parent-Child 6ii 111 hh 28 37 Ul 31 32 26 36 38 18 1I36 6 Uil2 
Old Age iiO 23 37 21 21 21 33 10 29 22 Hi 20 293 ii 299 
Financial 33 17 15 13 19 16 2li 17 17 17 27 13 230 3 233 
Ind. Person 
Problems 27 15 15 15 13 19 18 8 16 18 13 7 I8ii U 188 
Unmar. Mothers 22 6 17 10 9 11 6 16 20 8 13 3 1U3 3 Ü18 
-«-Classification Chart - Family Service of Cincinnati. 
-«■«•Ninety-two of these requests represented problems of chronic illness. 
CHART 1 — Continued 







Information 26 16 7 7 13 11 12 7 3 7 12 7 130 17 Hi7 
Mental Health 8 6 u 7 k k 3 u 7 2 3 3 37 1 38 
Employment 7 5 2 2 1 3 9 6 3 0 U 3 k9 2 31 
Housing 3 2 3 1 0 7 3 3 l 3 3 0 29 0 29 
Budgeting 3 2 1 2 1 2 1 k 2 1 1 2 2k 0 2k 
U33 269 283 218 288 299 286 266 279 23U 286 198 3339 113 3U7U 
No. Case Made 13 k 13 13 7 18 10 0 3 6 Hi 12 113 
W 273 298 
— . 
231 W> 317 295 266 282 250 300 210 3ÏÏ7Ü 3ÏÏ7ÏÏ 
CHART 2 























Mental Health 1 1 
Financial 9 1* 1 1 1 1 1 1 3 22 
Information 3 1 1 ~T~ 9 
Parent-Child 19 2 h 3 1 2 1 5 37 
Marital £o 9 2~8~ 2 2 3 2 3 25 132 
Old Age 1 2 3 
Employment 2 1 3 6 
Individual 
Adjustment 5 2 3 1 l 1 1 3 17 
Health li 1 3 3 1 1 2 3 25 
Unmarried 
Mothers 2 1 3 
Budgeting 2 2 ~T~ 
No Record 1 1 
Totals 20 mr~ 10 i* 11 ~8“ k T £o 250“ 
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CHART 3 












1. Marital Counseling 133 6 139 138 1 5 
2. Homemaker 11 8 19 18 1 5 
3. Planning with Aged Relative 2 1 3 3 1 
U. Sexual Adjustment 3 3 3 
5. Child Placing 6 1 7 6 1 1 
6. Information Regarding Soc. Clubs 1 1 1 
7. Adoption 2 2 2 
8. Perversion (Sexual) 1 1 1 
9. Reconciliation 15 15 15 
10. Infidiality k k h 
11. Discipline of Child 18 18 18 
12. Committment to Mental Inst. 2 2 2' 
13. Job Finding k 1 5 3 2 2 
lU. Planning for Expected Child 1 1 2 2 
15. Referral to Psychiatrist 1 1 2 2 
l6. Alcoholism 2 1 3 2 1 
17. Financial Planning k 5 9 6 3 1 
18. Planning with Unmarried Mother 2 



















19. Application to Board Children b b 3 1 1 
20. Public Assistance 11 11 11 b 
21. Secure Custody of Child 2 2 1 1 1 
22. Information 3 3 2 1 1 
23. Legal Advice 2 2 2 2 
2b. Not Stated 1 1 N.A. N.A. 
Totals 213 U7 260 233 2b 23 
SCHEDULE 
I. CASE # 
II. APPLICATION DATE  
III. CLASSIFICATION OF PROBLEM: 
1. Marital 8. 
2. Parent-child 9. 
3. Health 10. 
b. Chronic Illness 11. 
Ind. Personality Prob. 12. 
6. Old Age 13. 
7. Unmarried Mother 1h. 
PUBLIC RELATIONS MEDIA USED: 
1. Newspapers 6. 
2. Speeches 7. 
3. Radio 8. 
k. Com. Chest Movies & 
Circulars 9. 
5. Magazine Articles 10. 
V. SERVICE REQUESTED 
VI. DISPOSITION: Accepted  Rejected 
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